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t the last RDM Task Force meeting: 

y 

• Smitty's Presentation 

• Merchandising/Promotional Strategies 

• Key Time & Action Items 

MFFTTNG Si IMMARY: 

• The RDM system development continues on schedule with test implementation in January 1992, 
and full roll-out in April 1992 to the Sales, Brand and Promotion departments. 

• Eighty-five percent of the stores in SPACE have been geo-coded and trading areas have also been 
established for each store. About 30,000 accounts will be revisited by field sales for possible 
address corrections. 

• Future developmental concepts were reviewed. Examples of the potential synergies between RDM, 
I.R.I.S., SPACE, Direct Mail and the utilization of the system by other PM companies were 
discussed. The Falk & White RDM/I.R.I.S. test and the Dillon C-Store evaluation being conducted 
with PM, KGF and Miller were discussed in this context. 

• The group reviewed the trade area demographic validations which were conducted for the 
McLane/Emro and Smitty's tests. The validation process compares the RDM system generated 
demographics vs demographics observed by the individual store managers. The results of the two 
processes proved very similar. 

• A revised presentation for McLane has been developed. Full RDM presentations have also been 
developed to address their inquiries on Racetrac, Maverick and Golden Pantry stores. Tom 
Kennard is scheduling the next meeting with McLane. 

• The C-Store transient/drive-by issue was discussed. Currently, an unusually high CPW and a 
highway location are the primary indications of the presence of a drive-by distortion. In-Store 
customer intercept interviewing will be conducted at NCS and Sheetz in an effort to develop a 
modeling solution to this issue. Stores located in urban centers, industrial parks, etc. will also be 
reviewed in order to establish a representative trading area, or simply exclude certain store groups 
from the system. 

• Smitty’s stores were clustered into three groups; profiles, maps and brand potentials were presented 
for each cluster and several individual stores. Analysis indicated that Price Value seems to be over 
developed, leaving opportunity for promoting Full Margin Brands. Awaiting final test approval 
from Smitty’s prior to beginning a Full Margin promotion test. 

• The schedule of retail tests has seen expanded to include Fiesta in Houston, Falk & White, and 
Dillon C-Stores. Testing which began in May at Dominick's, ends in October. Test evaluation 
from Dominick's will be issued shortly. 

• The group discussed the importance of assigning responsibility for developing the merchandising 
and promotional strategies implemented in the RDM account tests. This is important to the retail 
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